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Abstract 
This dissertation was written as part of the MSc in Strategic Product Design at the Inter-
national Hellenic University.  
This research attempts to study the importance of branding in a particular area of prod-
ucts, the natural cosmetic products. This research refers to the Greek market because this 
region thrives in herbal and natural products which were used millions of years before, 
because of their healing and beauty effects on people. Furthermore, in this paper will be 
monitored the consumer behavior towards this product category and how the purchase 
decision is influenced by the branding that firms apply to that products. 
The theoretical part of this study includes the chapters of green marketing, brand image 
and packaging. In the below chapters an extend analysis of how consumer behave in these 
environments is demonstrated. To explore them a qualitative research was used and an 
online questionnaire was developed to serve the goals of this study. 
The outcomes of this thesis are highlighted in the interpretation of findings chapter, where 
all the data are analyzed and the confirmation or rejection of the hypotheses is occurred. 
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1. Introduction 
1.1 The Industry Perspective 
During the nineteenth century, chemicals were used in cosmetics in order to replace nat-
ural ingredients that were more expensive. As a result cosmetics were used more exten-
sively because they were cheaper. Nowadays, with consumers paying more attention to 
how they are treating themselves, a need of using natural ingredients is rising. This trend 
is evolving day by day, however, this market is still rather small (Dimitrova, Kaneva, and 
Gallucci, 2009). 
During the last years, due to the fact that consumers’ lifestyle change towards healthier 
consumption, the cosmetic industry has entirely change the marketing and branding ori-
entation in order to follow the consumer requirements. This forceful change was neces-
sary for the companies because by adopting new policies and following that trend can 
now meet consumer demand for quality products (Dimitrova, Kaneva, and Gallucci, 
2009). Cosmetic manufacturers have understood the expectations for higher quality nat-
ural products and they introduce innovative cosmetics from medium to high prices ac-
companying them with fresh and upscale packaging elements. Korres and Apivita are the 
most successful examples in Greece which have won the acceptance of the Greek con-
sumers for their high-quality products, which in turn have pushed smaller producers to 
launch new products with revitalizing packaging. 
1.2 The Consumer Perspective 
In the last decades, consumers have recognized the damage of global warming in the 
environment and the effects on their livelihoods, thus, many individuals have turned on 
healthier lifestyles. (Rawat and Garga, 2012). Due to the environmental awareness that 
ecological organizations created towards the effects of chemical ingredients, the majority 
of consumers have realized that both their purchase and consuming behavior impact the 
environment (Laroche, Bergeron, and Barbaro‐Forleo, 2001). As a consequence, the con-
sumers’ product preference has dramatically changed to green products (Greendex, 
2010).  
Awareness on the impact that product ingredients have on consumers’ health has also 
been increased. Growing concerns about health and environment, results in a higher pref-
erence for cosmetics that maintain or promote a healthy lifestyle by containing ingredients 
  -2- 
which are consumer friendly (Yeon Kim and Chung, 2011). A research by Kim and Seock 
(2009) indicates that the environmental influence has the strongest impact on the prefer-
ence for natural cosmetics. Most consumers prefer cosmetics without pesticides or syn-
thetic chemicals and consequently will not negatively influence the environment (Rawat 
and Garga, 2012). In contrast to the study of Kim and Seock (2009), multiple studies 
indicate that both the environmental and health influence are important in the purchase 
decision (Żakowska‐Biemans, 2011). Therefore, consumers mind has associated natural 
ingredients as a basic step for healthier lifestyle, so this attitude has prompted corpora-
tions to enhance even more the efforts for a variety of effective natural cosmetics. 
1.3 Natural Cosmetic 
According to the EU regulations natural cosmetics should contain 95-100 % natural in-
gredients. That means that synthetic ingredients, fragrances and colors, synthetic oils, 
petroleum and derivatives are forbidden .An original organic product should be verified 
by an organic certifier. However, many times, it is difficult for products to reach 95% of 
organic requirements because minerals, such as titanium dioxide or iron oxides, which 
are used to promote color, absorb 5% of allowable non organic ingredients. (Definition 
of Organic - Hangzhou Decn Trade Co., Ltd., no date). The same organic standards refer 
also to organic foods. An organic cosmetic product should also contain plant ingredients 
that come from organically farmed procedures. Furthermore, severe rules that encompass 
all these guidelines refer also to animal protection where any kind of violation is prohib-
ited and the general treatment of the environment is in the center of attention (Faraco, 
2013). 
Natural or organic cosmetics have a wide range of products which include skincare prod-
ucts, hair care, make up, deodorants and other cosmetics (Fair and sustainable cosmetics 
| TRADE FOR DEVELOPMENT CENTRE, 2001). They become popular due to the best 
natural components of plants and flowers they consist of and the multiple benefits they 
offer for the skin. The main advantage of organic or natural cosmetics is that they reduce 
dramatically the risk of skin irritation in comparison with the chemicals which are found 
in conventional cosmetics. 
Consequently, taking in consideration that organic cosmetics are better and safer for the 
skin and the environment it is not a surprise that women more frequently are choosing 
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this kind of cosmetics and this tendency is proved by the fact that natural cosmetic indus-
try has grown double-digit rate in the recent years. 
1.4 Origins of Greek natural cosmetics 
The context of our thesis refers specifically in the Greek area which has a great history of 
natural cosmetic which lays back to primal civilizations. Thousands of years ago our an-
cestors took advantage of the rich flora in many areas of Greece and used herbs as cos-
metics but also as a way of healing diseases and wounds. In fact the word “cosmetic” 
comes from the Greek word “kosmetikos” meaning the art of dress and ornament (Online 
etymology dictionary, no date). They used to make cosmetics with balsam, myrrh, iris 
and lime leaves. There was also an extent use of olive oil and honey as skin cleansers and 
moisturizers.  From recent studies Greece offers more than 6.000 plants and 1.200 en-
demic species which makes easily this country an interesting place for the development 
of cosmetic enterprises. This opportunity have made Greece a valuable market for this 
kind of cosmetics with many emerging brands drawing international attention (Visit 
Greece, 2014). 
1.5 Purpose of the study 
The initial motivation of the current study caused by the lack of information on this par-
ticular market. The last decade, there was a noticeable change of consumption as far as 
green products are concerned. These alterations, have been identified both from the side 
of the companies, which have found a “fertile ground” in this new market, but also from 
the consumer perspective who are seeking for a healthier style of life. As it was mentioned 
before, Greece has a great variety of herbs which most of them have healing properties. 
Even though there are some successful firms, which have exploited this opportunity there 
is still enough space for further development in this particular market. It was observed 
that there have not been occurred a lot of researches in the context of Greece. Therefore 
companies which are developing these products are not familiar with what consumers 
consider about natural cosmetics. Considering this fact, it was estimated that it was a great 
opportunity to explore hidden aspects of this market and to offer valuable information 
that could be used from the companies in order to understand the perceptions of consum-
ers. 
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The goal of the current study is to explore consumer perception towards natural cosmetics 
in Greece. This thesis aims to get an insight on consumer’s attitude, general preferences 
and what image they held in mind about natural cosmetics. The information is analyzed 
by using different point of views and dividing the sample into categories according to 
their age, gender, education and price. Moreover, it is further researched the consumer’s 
preferences about packaging elements in these particular products. 
Based on the above speculations, the research questions are presented: 
 Are Greek consumers of natural cosmetics environmentally concerned? 
 Are Greek consumers supportive towards natural ingredients that come from a 
particular region of Greece? 
 What is the image that consumers held in mind about natural cosmetics? 
 What is the role of packaging during the purchase decision about natural cosmet-
ics and what are the expectation that consumers have about the packaging ele-
ments? 
Based on these research questions, the hypotheses of the study were conducted and can 
be found in the literature review chapter.  
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2. Literature Review 
In this chapter it is presented the theoretical framework of the thesis, which helps us to 
answer the research questions proposed in the previous chapter. First, it is defined the 
concept of green marketing. Then, it is analyzed the brand image and the packaging and 
its components. In this chapter the hypotheses of this study are presented. 
2.1 Green Marketing 
The twentieth century, was the time where environmental consequences from the contin-
uous industrial manufacturing started to be a central field of discussion. Society started 
to become more anxious about the natural environment and so companies and organiza-
tions altered their strategies in order to adopt new tactics with regard to compliance with 
the society’s environmental concern (Ottman, 1992; Peattie, 1995). More and more stud-
ies evidence that consumers are more concerned about the environment and are willing 
to change their behavior (Simon, 1992; Diamantopoulos et al., 2003). Hence an entire 
market of sustainable products seems to be born which will be more and more enhanced 
by active consumers who want to contribute to the protection of the environment (Cleve-
land et al., 2005). 
The origin of green marketing lay as far as back to the wave of environmental concern of 
the 1970s which generated the “ecological marketing” concept (Baker, 2003). Mintu and 
Lozada (1993) characterized green marketing as “The application of marketing tools to 
facilitate exchanges that satisfy organizational and individual goals in such a way that the 
preservation, protection, and conservation of the physical environment are upheld.” 
Green marketing is also known as environmental (Coddington, 1993), sustainable (Fuller, 
1999), ecological (Fisk, 1974; Henion and Kinnear, 1976) and greener marketing (Charter 
and Polonsky, 1999). According to these factors the time has witnessed different phases 
of marketing strategy. Marketing has been called “the interface between consumption and 
production” (Charter, Peattie, and Ottman, 2002). Marketing strategies affect both pro-
duction and consumption issues by affecting the product portfolio and the communication 
procedures of the producer (Charter, Peattie, and Ottman, 2002). According to Chartered 
Institute of Marketing, an alternative definition of marketing is: “the management process 
responsible for identifying, anticipating and satisfying customer requirements profitably” 
(Peattie, 1995). Based on this definition, Peattie defined green marketing in 1995 as: “the 
holistic management process responsible for identifying, anticipating and satisfying the 
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requirements of customers and society, in a profitable and sustainable way”. Therefore, 
one can say that green marketing is an incorporation of social and environmental require-
ments with the economic desires of the company.  
Generally the whole strategic process of green marketing is based on two values: the 
profit and the social responsibility. Finally to sum up, there are five key points where 
companies practice green marketing: “the opportunity to achieve their objectives and the 
social responsibility” (Keller, 1993), “the governmental pressure and the competitive-
ness’’ (NAAG, 1990) and “the cutting costs” (Azzone and Manzini, 1994). 
Concerning the green products, according to Charter (1992) and Prakash (2002), a green 
product can be occurred in different ways as following: 
a. Repair: by repairing the parts of a product the firm can extend the life of that 
product; 
b. Recondition: by applying a reformation to the product the firm can extend the life 
of that product; 
c. Remanufacture: the new product is based on the old one; 
d. Reuse: a product is designed in such way that it can be used multiple times; 
e. Recycle: products are converted into raw material to be used in another or the 
same products, and 
f. Reduce: the product uses less raw material or generates less disposable waste so 
it is more optimum than its previous form and its competing products. 
According to the information that are given in this section, the first hypothesis of this 
study was conducted based on the principals of Charter (1991) and Prakash (2002) that 
was mentioned above. In detail, it is assumed that regular consumers of green products, 
consider an eco-friendly packaging as decisive factor during the purchase decision. 
H1: Consumers expect from a green product to have eco-friendly packaging.   
2.1.1 How Green Marketing differs from Traditional Marketing 
The purpose of green marketing is to indicate the environmental factors in the context of 
what marketing attempts. Traditionally, marketers focus on individual needs for design-
ing/marketing products in order to best serve these needs. Though the differences between 
the two do not rely there.  
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The main differences between traditional marketing and green marketing stands in the 
‘holistic approach’ and the ‘sustainable way’ (Charter and Polonsky, 1999). The ‘holistic 
approach’ points out the factors that are influencing the product’s/service’s manufacture, 
delivery and marketing including the supply of raw materials, distribution, recyclability 
and pollution control (Peattie, 1995). The ‘sustainable way’ indicates the cautious man-
agement of product activities so there will be a minimal effect on the environment (Char-
ter and Polonsky, 1999). Thus, green marketing uses traditional marketing practices, but 
with a sincere concern for the environment. Moreover, green marketing companies can 
improve their brand image that can result in enhanced sales.  
In other words, green marketing expands on the fundamental functions of traditional mar-
keting. Consequently, green marketing can achieve goals that traditional marketing can-
not meet (Prakash, 2000). For example, green marketing not only focuses on the direct 
benefit of a product but also on long term environmental benefits. 
Currently, Green Marketing serves a specialized market and it gradually transform into a 
mainstream market while it can provide competitive prices, quality, availability and per-
formance over and above the advantage of being eco-friendly. 
2.1.2 Green Consumer 
‘Green consumers’ demonstrate an interest in product’s characteristics such as recycla-
bility and chemical content, favourably discriminating consumption towards products 
that are organic, energy efficient or have biodegradable packaging (Leonidou et al., 
2010). Many studies have been made in order to identify the demographic characteristics 
of the green consumer. However, there have been mixed results of what these character-
istics are, whereas many of that studies had contrasting conclusions among each other. 
Therefore, demographic variables are considered to have little use in terms of character-
izing the green consumer (Diamantopoulos et al., 2003). 
Unlike demographic variables, psychographic variables such as environmental 
knowledge and values seems to be more successful in understanding green consumers. 
Considering the environmental attitudes and knowledge, Peattie (2001) suggests three 
consumer types regarding the green consumption process: 
a. The “grey consumers” who are the ones that have no interest in the environment, 
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b. The “fit and forget green consumers” who are the ones that may be exposed to 
irregular environmental behaviors during a consumption and 
c. The “consistent ecologists”, who are consumers with high levels of environmental 
knowledge and who are consistently trying to single out the choice of products in 
favor of the environment. 
Taking in consideration the three types of green consumption process that Peattie (2001) 
suggests, and in combination with the context of this study, Greece, a hypothesis was 
conducted. It is believed by the authors of this study that Greek consumers are not 
properly informed about environmental consumption, meaning that they do not display 
the same attitude towards different green product categories.  
 
H2: Consumers of natural cosmetics products are “fit and forget”.  
However, latent psychographic variables which are the result from non-direct observa-
tion, pose a measurement and scaling complexity that results in unreliable segmentation 
approaches (Diamantopoulos et al., 2003; Leonidou et al., 2010). Therefore, green con-
sumers are still not well understood. 
Basically, green consumption behavior is influenced by ‘compromise’ (Mcdonald and 
Oates, 2006; Peattie, 2001). Compromise is related to consumer’s willingness to trade-
off between environmental benefits and individual costs. This translates into consumers’ 
willingness to: 
a. pay premium prices, 
b. accept product’s with lower levels of performance or appearance, 
c. become more knowledgeable about green products, and 
d. spend more time and effort searching for green products with reduced availability 
in mainstream distribution stores. 
 
 Premium Price 
One factor that is commonly tested for green consumption, is consumers’ willingness to 
pay premium prices for green products. Price and cost savings are closely related to any 
consumption process (Gummesson, 2008), although even the greenest consumer is un-
willing to pay premiums (Peattie, 2001).  A cross-cultural study of consumer’s product 
demands conducted by Sriram and Forman (1993) concluded that in more expensive 
product categories and when that implies paying premium price, consumers placed less 
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importance on environmental characteristics. In the same sense, consumers are more will-
ing to pay premiums if green products are in a lower cost category. A study by the Green 
Gauge Global Report (2009) showed that consumers’ environmentally alternative prod-
ucts are “too expensive” to purchase. Conversely, by analyzing the effects of environ-
mental attitudes on consumers’ willingness to pay, Vlosky et al. (1999), concluded that 
consumers with higher levels of environmental consciousness are willing to pay more for 
environmentally friendly products. Apparently, the evidence regarding whether consum-
ers are willing to pay more for green products is inconclusive, and is sometimes product-
dependent. 
 Quality – Performance  
D’Souza et al. (2006) found that quality is more important than price to consumers. Green 
products often position themselves as being of better quality than non-green products, 
whilst they are safe for the environment. Consumers, do consider green products safe for 
the environment but they doubt the quality of that products. Specifically, they doubt the 
ability of green products to achieve this two objectives, to be good for the environment 
and have good quality (Borin et al. 2013). Therefore, they consider green products to be 
good for the environment but not as good as the conventional products in terms of per-
formance (Borin et al. 2010).  
Based on the nature of the products that are studied in this research, it was speculated that 
consumers of natural cosmetics in Greece, believe that these products are better in quality 
and worse in performance, compared with conventional cosmetics. This matter was 
turned into two hypothesis that can be found below.  
H3: Consumers perceive conventional cosmetic products better in terms of product per-
formance than natural cosmetics. 
H4: Consumers perceive natural cosmetics better in terms of quality than conventional 
cosmetics. 
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 Product Design 
According to Creusen and Schoormans (2005) product appearance can influence con-
sumer’s perception about the performance and quality of the product. While a good prod-
uct design is known to have an important role in consumers’ product choice (Bloch, 
1995), it is also an important factor for the green (sustainable) products too. (Luchs, 
Brower, and Chitturi, 2012). According to Luchs et al. (2012), a good product design 
increases the likelihood of a consumer to purchase a green product over a conventional 
one. Therefore, a green product it is more likely to be chosen when it has an explicit 
aesthetic design. In particular, as McNeal and Ji (2003) underlines, packaging as a mar-
keting element lies in the fact that accompanies the user during the consumption of the 
product and, therefore, increases the possibility of transmitting brand values and product 
characteristics. Thereby, green products should transmit their elements to their packaging. 
 Green Trust & Perceived Value 
Another significant role for a customer to “accept” or buy a product is the trust, which is 
caused from three beliefs, -integrity, benevolence and ability- (Rotter, 1971; Schurr and 
Ozanne, 1985) Consumer purchase intensions are strongly affected by consumer trust and 
as Chen (2010) argues, green trust plays a vital role in consumer purchase intensions in 
the environment era. Green purchase intensions, based on Netemeyer et al. (2005) and 
Morrison (1979) is defined as “the likelihood that a consumer would buy a particular 
product resulting from his or her environmental needs”. Furthermore, consumer judgment 
about the value of the product also affects the purchase intensions (Kardes et al., 2004). 
Perceived value is a set of attributes which are connected with the perceptions of a 
product's value, so it might have a positive or negative effect in the buying behavior 
(Sweeney et al., 1999), so a green perceived value has a crucial role in green purchase 
intensions. 
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2.2 Brand Image 
A brand can be defined as “a name, term, sign, symbol, or design, or a combination of 
them which is intended to identify the goods and services of one seller or group of sellers 
and to differentiate them from those competitors” (Kotler, 1991).  These individual brand 
components are called “brand identities” and they are basically, memory triggers in order 
to create brand knowledge. Understanding the contents and structure of brand knowledge 
is important, because they influence what comes to mind when a consumer thinks about 
a brand (Keller, 1993). Brand knowledge is conceptualized as consisting of a brand node 
in memory to which a variety of associations are linked and can be characterized in terms 
of two components: brand awareness and brand image (Keller, 2013). 
2.2.1 Exploring the Brand Image 
This specific area of branding is composed of the vision the consumers have of a product 
or a corporate brand. Nowadays, “brand image is of tremendous importance in almost 
every market” (Clifton, 2010). It is attached not only to the quality of the product but also 
to the faith people have in the company (Ellwood, 2002). 
Most researchers agree about the importance of brand image however, there is a lack of 
agreement about the definition. According to Aaker (2009) image creates value in a vari-
ety of ways, helping consumers to process information, differentiating the brand, gener-
ating reasons to buy, giving positive feelings, and providing a basis for extensions. But 
Keller’s definition seems to be the most commonly used; brand image is the “consumer 
perceptions of a brand as reflected by the brand associations held in consumers’ memory”. 
Brand associations are the informational nodes in memory that contain the meaning of 
the brand for consumers (Keller, 2013). According to the associative network model of 
Farquhar and Herr (1993), a person’s memory is made up of links and nodes, where links 
represent relationships such as positive or negative, weaker or strong, and nodes represent 
concepts like brand associations and objects like brands for example. 
Creating a positive brand image takes marketing programs that link strong, favorable, and 
unique associations to the brand in memory. Brand associations according to Keller 
(1993), may be either brand attributes or benefits. Brand attributes are those descriptive 
features that characterize a product or service and therefore, what the consumer’s thoughts 
about this product. Brand benefits are the personal value and meaning that consumers 
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attach to the product or service attributes (Keller, 2013). Keller defines those associations 
in various forms. In extent to this, Friedman and Lessig (1987), and Kirmani and Zeo-
thaml (1991) classified brand associations into three major categories, the two ones that 
mentioned above and also the overall brand attitude, which is the consumers’ overall 
evaluation of the brand. Ideally, in consumers’ memory, brand image perception should 
embrace all three types of brand associations (Hsieh et al., 2004). 
Those associations should be created by the company through advertisement but also 
through their entire marketing policy. Consumers form beliefs about brand attributes and 
benefits in different ways. The consumer will connect the brand to the place where they 
bought the product, the price they paid, the quality of the product, the service around it 
and the packaging (Dalton and Croft, 2003). For this reason every step of manufacturing 
and distribution has to strengthen the brand image. It is long and difficult to establish a 
positive and durable relationship with the consumer but it is really easy and fast to damage 
it (Milletsky and Smith, 2009). Besides, customers are interacting with other sources of 
associations, less controllable by the company, and thus, more dangerous. Among them 
are considered the “word-of-mouth or other non-commercial sources of information” 
(consumer organizations, the press, blogs, etc.) and finally, by assumptions consumers 
make about the brand itself, its name, logo, or identification with a company, country, 
channel of distribution, or person, place, or event. (Keller et al., 2008). 
Taking under consideration the enormous range of products that are promoted by adver-
tisements, Greek consumer can not deal with the multiple sources of information so they 
tend to value most the advice of friends/family or looking for the opinions of other users 
in various social media platforms and forums. The above observation led the authors of 
this thesis to form a new hypothesis that can be found below. 
H5: Consumers purchase intension towards natural cosmetics, is affected a lot by “word-
of-mouth”. 
Regarding the brand attributes, Keller (1993) categorize them according to how directly 
they related to the product performance. Thus, “product-related attributes”, are associated 
to the product’s physical composition and the necessary ingredients to perform, and “non-
product-related attributes” concern the external aspects of that product. The packaging or 
the product appearance information, is considered to be a non-product related attribute 
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because it’s a part of the purchase and consumption process but it is not directly related 
to the necessary ingredients. 
2.2.2 Brand Associations 
Brand associations are defined as anything linked in memory to a brand (Aaker, 1991; 
Low and Lamb, 2000). This kind of set of brand associations which is formulated in a 
meaningful way establishes a brand image. For example, the brand image of Porsche may 
consist of the related associations of high performance, style, and high cost. Brand asso-
ciations and images are the outcome -of product positioning messages- from the company 
which illustrate how the company wishes the product to be seen (Dwane, 2004). Associ-
ations can also be extremely helpful when consumer cannot differentiate several brands. 
In that point, differentiating associations can be the useful weapon for marketers that wish 
to compete in a product category. If the association is well-liked, positive thoughts and 
emotions toward the association could be shifted to the brand (Dwane, 2004). Below are 
presented some factors of non -product related brand associations. 
Country – of – Origin  
A significant element that influences how consumers place brand image in their minds is 
country-of-origin (Thakor & Lavack, 2003). One of the first theories of the country-of-
origin was conceived by Nagashima (1970) where he determines the image that consum-
ers have in mind with a given country-of-origin. He defines it as “the picture, the reputa-
tion, and the stereotype that businessmen and consumer attach to products of a specific 
country. This image is created by such variables as representative products, national char-
acteristics, economic and political background, history and traditions” (Nagashima, 
1970). Also country-of-origin could act as a “self-expressive” attribute because consum-
ers tend to connect specific brands with a certain lifestyle and emotions (Aaker 1999). 
Country-of-origin could be a useful asset for the evaluation of a new product as it can be 
the only familiar characteristic in consumers mind (Michaelis et al., 2008). Numerous 
studies proved that a relationship between country-of-origin and product category should 
exist in order to create a successful brand association and therefore to build a strong brand 
image. For example, Greece has a positive image when it comes to olive oil, while its 
association with high technology products is less positive. For unknown brands, country-
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of-origin could also be a useful tool for marketers in terms of positioning products in 
markets easily and cost-efficiently (Schaefer, 1997).  
Considering the Greek rich flora and the exceptional product ingredients that are pro-
duced in specific areas of Greece, in the resent years have been significant promotional 
efforts towards the country-of-origin elements. Consumers seem to react positively to this 
tendency, thus, the following hypothesis has conducted. 
H6: Country - of – origin has a significant effect on brand image perception of natural 
cosmetics. 
Brand symbolism 
Product symbolism is the general meaning consumer receive about a product and the 
feelings they experience when they purchase it and using it. Furthermore it also refers to 
the image in a specific item that triggers in consumers mind. Basanko, (1995) argued that 
consumer recognize expensive possessions as symbols of their achievement and evidence 
of their wealth. That's why brands are consider as status symbols caused of the perceived 
status value consumer expect. According to Wong and Ahuvia (1998) “The more a soci-
ety focuses on economic status differences, the more emphasis it will place on symbolic 
goods that mark those differences”. 
Brand familiarity 
Brand familiarity is also characterized as subjective knowledge, describing the way con-
sumers think or know about a product or a brand. The level of familiarity can be enhanced 
with noticeable and catchy slogans, or music on advertising that consumers can easily 
remember so the association with the brand stays in their memory. Also, associations may 
be formed by previous product experiences, product attribute, price information and pack-
aging. Those elements which provide consumer with specific information about products 
(strong image, brand personality or identity) contribute to a well-defined brand so the 
level of familiarity is more likely to be advanced (O’Cass and Frost, 2002).  
Brand Feelings 
Several studies in consumer behavior and in the marketing literature found that feelings 
are able to contribute to attitudes toward a brand and influence brand perceptions (Edell, 
and Burke, 1987). Consumers’ feelings and emotions are two components which act as 
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“a mediating factor in the purchase process” (Schiffman et. al., 1997). Positive feelings 
can reduce the decision complexity, influence the amount of money that was planned to 
be spent and reduce the decision time process. It is clear that the role of feelings is a field 
with a great interest in terms of attitude and purchase behavior. 
In short, to create the differential response that leads to customer-based brand equity, 
marketers need to make sure that some strongly held brand associations are not only fa-
vorable but also unique and not shared with competing brands. Unique associations help 
consumers choose the brand. To choose which favorable and unique associations are 
strongly linked to the brand, marketers carefully analyze the consumer and the competi-
tion to determine the best positioning for the brand (Keller, 2013). 
2.2.3 The impact of brand image on consumer behavior 
When consumers make a purchase decision, it is mainly rely upon the brand image of the 
product rather than the product itself. When the brand image is consistent with the con-
sumers’ self-concept, the consumers would easier give a preference to it (Martineau, 
1957).  One’s self-concept is a collection of perception about himself that includes ele-
ments such as capabilities, characteristics, shortcomings, appearance and personality, ac-
cording to the self-concept theory (Rosenberg, 1986). “The basic purpose of all human 
activities is the protection, maintenance and enhancement, not of the self but the self-
concept or a symbolic self” (Onkvisit and Shaw, 1987). Therefore, it is important to exist 
consistency between the brand image and consumers’ self-concept and firms should not 
let it out of control as it can change over time, because consumers might display various 
self-concepts in different social context. But whatever the self-context is, consumers 
would think better of the brand as long as the brand image is in line with their self-concept 
(Graeff, 1997). 
Consumer satisfaction and loyalty are ones of the most commonly used predictors of con-
sumer’s behavior. Consumer satisfaction refers to consumers’ general evaluation of the 
overall consumption experience of a product or service (Fornell, 1992). As Oliver (1980) 
stated a key element that triggers consumer satisfaction is the product performance and 
since product performance is an important component of brand image, companies could 
reckon the potential influence of brand image on consumer satisfaction, by identifying 
the affective difference of a brand between existing customers and non-users of that brand 
(Bird, Channon, and Ehrenberg, 1970). 
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Consumer loyalty could be recognized as the extension of customer satisfaction. Many 
studies, define consumer loyalty as a repeated purchasing behavior. Mainly, consumer 
loyalty arises from consumers’ approval of a brand, which leads to their continuously 
purchasing behavior of the brand and thus, generates profits for the company (Keller, 
1993). According to literature, brand image is perceived as an important driving force of 
customer loyalty, a favorable brand image is very helpful to trigger consumer loyalty 
(Kunkel and Berry, 1968; Koo, 2003).  
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2.3 Packaging 
As we have already stated above, packaging plays a major role in communicating brand 
personality by means of several structural and graphic elements. 
There is an old saying that “a packaging must protect what it sells and sell what it pro-
tects”. It may be old, but it is still true. Marketing would have failed, if the messages 
would not communicated by the package of the products. Therefore, package is a main 
element of a whole marketing strategy, serving not only as a container, but also as a way 
to communicate with the customers (Robertson, 1990).  
In nowadays economy, packaging is the last opportunity for the companies to convince 
the possible consumers for purchase (McDaniel and Baker, 1977). Therefore, all the pack-
aging elements - including texts, colors, structure, images and people/personalities- have 
to be combined in order to hand over to the consumers, a “visual sales negotiation” when 
purchasing and using a product (McNeal and Ji, 2003). Behaeghel (1991) and Peters 
(1994) state that packaging is the most important communication media for the reasons 
that follow:  
a. it reaches almost all buyers in the category,  
b. it is present at the crucial moment when the decision to buy is made, and 
c. buyers are actively involved with packaging as they examine it in order to receive 
all the information need.  
Based on this literature, it is essential to communicate the right brand and product values 
on packaging and to achieve a suitable aesthetic and visual imagery (Nancarrow et al., 
1998). In the same sense, McNeal and Ji (2003) noted that packaging lies in the fact that 
it often accompanies the use or consumption of products and, therefore, the possibility of 
transmitting brand values and product characteristics increases. 
From the consumer perspective, packaging plays an important role in a product when it 
is to be purchased, given that it is the first thing that the public sees before making the 
final decision to buy (Giovannetti, 1995). Underwood et al. (2001) claims that consumers 
seem to already taste, feel, smell and generally experience the product while viewing the 
pictures in the packaging. One recent study estimated that 73 percent of purchase deci-
sions are made at the point of sale (Connolly and Davidson, 1996). According to Kupiec 
and Revell the decision process for a consumer to make a purchase can be determined by 
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the extent of satisfaction the product is going to offer. On the other hand when there is 
not a specific buying intension for a particular product then the critical factor of packaging 
comes ahead. Packaging has been called the “silent salesman”, as it informs consumers 
of the qualities and benefits that they are going to obtain if they consume a certain product 
(Giovannetti, 1995).  
2.3.1 Packaging Design 
The design of packaging is of major importance as it has to be the mean of communicating 
to people from different backgrounds, interests, and experiences (Klimchuk et al., 2006). 
In addition, according to Nancarrow et al. (1998), besides the fact of being effective in its 
communication strategies, the design of the packaging should also lead consumers to no-
tice its messages. These are depending on the numerous different elements of the pack-
aging where they are differentiate the product in the market as well as representing the 
attributes of the packaging (Dobson et al., 2012). Each element of the package, communi-
cates different messages to the consumer and try to give the impression of a certain value 
of the product at the point of purchase. Thus, only through the package design, the value 
or the origin of the product can be communicated. 
2.3.1.1 Elements of packaging 
With regard to the main components of packaging, many different points of view have 
been expressed .Generally speaking, a distinction is made between two blocks of compo-
nents (Rettie and Brewer, 2010). The verbal –expressed on the packaging- and the non-
verbal –visual aspects and design elements-. Verbal element is the information on the 
packaging such as claims and description while non-verbal are the color, imagery, typog-
raphy and materials of the packaging (Dobson et al, 2012). Dobson & Yadav (2012) state 
that non-verbal elements of the packaging influence purchase decisions more than verbal 
elements and especially in the case of fast moving consumer goods. Non-verbal package 
elements are “acknowledged for attracting initial attention, for being persuasive, for hav-
ing an impact on memory, influencing attitudes, and setting expectations for the content 
of the verbal elements”. 
 Color 
Color is among the most distinctive assets of packaging design and that’s why it is one of 
the first elements that consumers notice about product’s packaging (Piñero et al. 2010).  
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The color of a packaging can differentiate the product from its competitors, make it be-
long in a certain product category, or even create value of the product’s personality.  
In more detail, color as an element is generally used as the main distinctive attributes of 
a brand, but colors can also be related to the general perception of a product category. 
This relationship between color and a brand or a type of product, can create an association 
between the color and the relevant product. Moreover, literature suggests that different 
colors are used to convey different messages such as price, quality, gender, age, and other 
(Klimchuk et al, 2006). For instance, black is widely related to luxury, and green is most 
often related to organic and ecological products. However, it is not only important what 
colors symbolize, but also that the element color of a package is what differentiates it 
from the rest of the packages in the market (Garber et al., 2000). 
Concerning the green products, color is an important element. Designers instinctively 
tend to use more natural colors that include different shades of green, gold, and brown. 
Such colors are more representative for a natural product because they communicate the 
values and the category of this product to the consumers. However, such colors are more 
muted and therefore less visible to the consumer to track down.  Designers should exper-
iment more trying to enhance the product’s natural roots, while combining secondary 
colors to grab the consumer’s attention during product selection (VanVliet, 2015). 
 Imagery 
Imagery is frequently used as an effective design tool as it is a more vivid stimuli com-
pared to words (Underwood et al., 2001). Images can be illustrative or photographic, or 
in some cases even an icon or a symbol (Klimchuk et al., 2006). Imagery is used exten-
sively, to display the content of the product and provoke desire and interest in consumer’s 
mind. In addition, other times, imagery can be represented by graphics. Those graphics 
can generate an association between the brand and a certain group of people (Klimchuk 
et al., 2006).  
This element can help consumers and in extent the brand, to identify and easily recall a 
product, if it is used properly. Therefore, imagery is of highly importance in the recogni-
tion process of consumers for the products because literature suggests that image is the 
first thing that consumers notice about a packaging even before the verbal elements 
(Klimchuket al., 2006).  
   
  -20- 
Graphic elements that convey a natural feel, are being used more and more frequently, 
regarding the green products. Nowadays many companies that produce natural products 
include to their packaging images with the key ingredients of that products. Icons also 
play an important role for green package design. By including the word ‘natural’ to the 
packaging does not assure that the product is natural. Consumers who are really in for 
natural and organic products are looking for known icon that reassure the content of such 
products (VanVliet, 2015). 
 Materials  
The packaging structure and materials depend on several characteristics of the product 
itself, such as, type of the product, transportation conditions, storage, protection, target 
audience, or cost (Klimchuk et al., 2006).  
Therefore a company that manufactures green products should carry those values 
throughout its packaging materials. As a result the packaging of natural products should 
be made out of materials that could be either recyclable or reusable. That’s because only 
by such a type of package the brand can convey its true values clearly. A recyclable pack-
age could be made out of carton, wood fiber, bamboo, cotton and even agricultural waste. 
Finally, while tins, glass and plastic containers can add to the initial price, consumers may 
be willing to pay a premium for a package that seems more durable and that can later be 
used for something else (VanVliet, 2015). 
 Typography 
Typography is the medium that is used to form the verbal information on a package. Ty-
pography is essential because it’s the visual appearance of the wording on the packaging, 
which is an important attribute to the design of product’s package (Klimchuket al., 2006). 
Its use in packaging, ranges in style and also is depending on package’s shape and size. 
It also depends on the kind of information that is being styled, for example if it is the 
brand name, product name or the content information (Klimchuk et al., 2006). 
Similar to color, typography is another style element that gets a lot of discussion in the 
packaging of green products. In such product categories it is crucial for the companies to 
emphasize the word ‘natural’ or ‘organic’ in their package in order to communicate them 
right because sometimes they have even bigger weight than the brand or the product 
name. The fonts and type treatments that gives a more natural feeling to consumers are 
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those that appear styled by hand or that have thinner lines. However, this type style can 
create problems of readability to the consumers during the decision process (VanVliet, 
2015). 
Besides the fact that packaging is considered an important marketing tool, it is observed 
that in natural cosmetic products firms seem to use fresh and simple elements to their 
packaging. Hence, it is assumed that consumers coincide the packaging with the product 
itself and their expectations of natural cosmetic packaging differs from conventional cos-
metics. 
H7: Packaging has a crucial role during the purchase decision, in cosmetics industry. 
H8: In natural cosmetics products consumers do not consider packaging as a primary 
factor during their purchase decision. 
2.3.2 Green Packaging 
Around the 90's, new “dimensions” for packaging were placed related to environment. 
Consumers begun to demand environmental friendly packages in terms of recycled and 
reused. Several researches have been identified the major environmental consequences of 
packaging from household waste, discarded products and energy use. The real pressure 
came from E.U which establishes new directives about environmental packaging (Pren-
dergast and Pitt, 1996). 
Each European citizen generates approximately 160 kg of packaging waste on a yearly 
basis (European Commission, 2014). The way to reduce environmental waste is to use 
eco-friendly - sustainable packaging. Many companies have adopted new ways using eco-
logically design packaging. A definition of sustainable packaging which comes from the 
Sustainable Packaging Coalition (2011), defines sustainable packaging as packaging that: 
 is beneficial, safe and healthy for individuals and communities throughout its 
life cycle; 
 follows market criteria for both performance and cost; 
 is sourced, manufactured, transported and recycled using renewable energy; 
 optimizes the use of renewable or recycled source materials; 
 is manufactured using clean production technologies and best practices; 
 is made from materials healthy in all probable end of life scenarios; 
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 is physically designed to optimize materials and energy; and 
 is effectively recovered and used in biological and/or industrial closed loop cy-
cles. 
There are two groups of consumers who act differently in terms of packaging. The first 
one are more concerned about label information because they care about product’s and 
nutrition ingredients. Therefore, they look carefully about the package info. On the other 
hand, there are those who don’t give attention to such a kind on information or they might 
not have the luxury of time to look extensively about packaging communication media 
(Silayoi and Speece, 2004). 
As far as sustainable packaging is concerned, consumer seems to be more affected by 
visual design elements like material and color especially when there is a direct signal of 
sustainability. In some cases, this procedure is easier when companies develop their pack-
aging in a clear sustainable way by designing packages that have an ecological look. In 
order for a company to better communicate the green aspects of the product it is better to 
combine both visual and verbal elements because in such a way it will persuade more 
efficiently the consumers (Magnier and Schoormans, 2015).  
Due to the multiple benefits that consumers gain from natural cosmetics, it was assumed 
that they pay more attention to the product ingredients than the packaging. 
Η9: Consumers of natural cosmetic products, during their purchase decision pay more 
attention to the product’s ingredients than the packaging itself. 
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3. Methodology 
In this chapter will be examined the most relevant research approaches that are suited 
for this study. Below there will be described the selected process that was chosen for our 
survey in order to collect and analyze the data, the reasons for these choices and the 
considerations that have been taken in order to accomplish a reliable and valid survey. 
3.1 Justification of Research Design 
3.1.1 Deductive or Inductive Approach  
In the scientific literature there are different research approaches where each of them are 
selected and used upon strategic decisions concerning the design and the purpose of the 
research project. The two main approaches are the deductive and the inductive ones 
(Saunders, Lewis and Thornhill, 2012). 
The first one, the deductive approach, concentrates its function on the theoretical frame-
work of the study where the researcher generates hypothesis which are going to be con-
firmed or rejected afterwards (Bryman and Bell, 2011). Generally speaking, the deductive 
approach starts from the general and then moves to specific, it is used to call it a ''top-
down approach''. The opposite method is the inductive one, which has a reverse logic. In 
this approach the procedure moves from specific observations and continues to general 
conclusion that are linked to the theory, is often called as a ''bottom-up approach'' (Bry-
man and Bell, 2011). The goal is to establish a theory that will occur from the qualitative 
data of a small sample size (Saunders, Lewis and Thornhill, 2012).  
In this project, our aim is to investigate the choices and the factors the Greek consumers 
take in consideration when are going to buy natural cosmetics products, concentrating 
more on factors that are relevant to branding and design elements. Our analysis has a 
quantitative  nature because we are going to clarify those factors from a questionnaire 
from a large sample  and thus,  the deductive approach will help us  to test if our initial 
hypothesis, that are based on the theory we have included, will be confirmed or rejected. 
3.1.2 Purpose of Research 
As we analyzed previously, the researcher should follow a single or a combination of 
research approaches that suit most to a specific research project. In the same way the 
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purpose of research should also be specific which will depend of the research questions 
that may be either descriptive, exploratory or explanatory (Salkind, 2011), 
- Exploratory Research 
The exploratory research intends to provide some lights about a phenomenon or a prob-
lem that is not clearly understood. It explores the research questions, gives some options 
about a specific problem and gives the room for a further study (Sandhusen and S, 2008). 
- Descriptive Research 
The descriptive research is the type of research that moves forward to uncover new facts 
and meanings of a phenomenon that occur between  people and want to describe more 
specifically what the situation is and who is involved. (Saunders, Lewis and Thornhill, 
2012).The basic instruments that are used to collect data in descriptive studies are ques-
tionnaires, interviews and observations. 
- Explanatory Research 
The last one, the explanatory research, is the one that connect ideas in order to establish 
causal relationships between variables (Saunders, Lewis and Thornhill, 2012). The main 
advantage of this type is that can test the hypothesis and explain why a phenomenon is 
going on whereas in the descriptive type the focus is on what is going on. 
The first two types, according to Richey and Klein (2007), are more based on qualitative 
studies, whereas, the explanatory research is more used by quantitative investigation in 
order to reveal the level of truth of the hypothesis. However, it is possible to be found in 
a particular study a mix of those types of research when the objectives are various. Con-
sequently, in the case of this study the explanatory type is used because the objective is 
to confirm or neglect the hypothesis and to explain the relationship between variables that 
occur in the decision process of customers with natural cosmetics.    
3.1.3 Qualitative or Quantitative Research 
Quantitative research, can be defined as “explaining phenomena by collecting numerical 
data that are analyzed using mathematically based methods” (Aliaga and Gunderson, 
2002). The aim is to collect, analyze statistic results so as to point up frequencies or trends. 
The advantage of this type is that it can be quite accurate but the results will be exposed 
to generalization according to the point of view of the researcher (Bryman and Bell, 
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2011). In the exact opposite direction is the qualitative research where the data are not 
numerical, are not exposed to statistic techniques and the results are depending only on 
the answers of the participants. Qualitative research can be characterized as “a family of 
approaches, methods and techniques for understanding and thoroughly documenting atti-
tudes and behaviors'' (Mariampolski, 2001). 
Our research is based on exploring the impact of different factors concerning consumers 
that are willing to buy natural cosmetics and how these aspects are differentiated towards 
conventional cosmetics. As it was explained earlier, in this research a deductive approach 
is followed and therefore a quantitative research was selected as the most suitable for 
collecting responses. 
3.2 Questionnaire Design 
Due to the fact that this study follows a deductive approach with an explanatory research 
the questionnaire was constructed in a way to confirm or reject the hypotheses that was 
made in the literature review chapter. Those hypotheses are listed to the table below.  
Hypotheses 
H1 Q2 
Consumers expect from a green product to have eco-
friendly packaging.   
H2 Q3 
Consumers of natural cosmetics products are “fit and 
forget”. 
H3 Q5 
Consumers perceive conventional cosmetic products 
better in terms of product performance than natural 
cosmetics. 
H4 Q5 
Consumers perceive natural cosmetics better in terms 
of quality than conventional cosmetics. 
H5 Q8 
Consumers purchase intension towards natural cos-
metics, is affected a lot by “word-of-mouth”. 
H6 Q11 
Country - of – origin has a significant effect on brand 
image perception of natural cosmetics. 
H7 Q11 
Packaging has a crucial role during the purchase de-
cision, in the cosmetics industry. 
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Η8 Q12 
In natural cosmetic products consumers do not con-
sider packaging as a primary factor during their pur-
chase decision. 
H9 Q13 
Consumers of natural cosmetic products, during their 
purchase decision pay more attention to product’s in-
gredients than the packaging itself. 
Table 3.1 
The second column indicates which question answer which hypothesis.  
The first question of the questionnaire is of general content and it was placed in order to 
get an overall insight of what are the characteristics that consumers of natural cosmetics 
look in such products and to what degree. Question 2 is referring to the Green Marketing 
chapter of the literature review, following by the questions 3 to 5 that concerns the Green 
Consumer section. From the question 6 until 10 the context concerns to the Brand Image 
chapter of the literature review, question 11 refers to the Country-of-origin section and 
subsequently from question 12 to 16b the context concerns the Packaging chapter. Fi-
nally, follow up the demographic questions (17-21 questions) asking the highest level of 
education completed, occupation, age, and gender. 
3.3 Research Instruments 
This section of the chapter describes the particular tools that have been used in order to 
conduct this research. The instruments used to collect data and evidence have to follow 
the outline of the literature review chapter that was previously stated and they need to be 
the most suitable for the gathering of the insights needed to the progress of the research.  
As it is mentioned above, a questionnaire was presumed as the most appropriate research 
instrument for this thesis. The questionnaire consists of 21 questions that the respondent 
has to answer. It contains 20 closed-ended questions (multiple choice and scaling) includ-
ing the demographics, where the respondent has to pick an answer from a given number 
of options and 1 open-ended question; the 10th one (see Appendix 1) where the respondent 
has to formulate his own answer (Laberge, 2011).  
The procedure of conducting the questionnaire was at first in Word Microsoft Office and 
later on the questionnaire was edited in the Survey Monkey online survey software in 
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order to be distributed to the public. After the completion of the questionnaire this plat-
form creates a link in order to give the researchers the ability to send it as a URL. Due to 
the fact that the context of this study is “Greece” and therefore, concerns Greek, consum-
ers the survey was edited in Greek language (Appendix 2). 
Afterwards, a pretest was administrated online to 3 Facebook users. Participants were 
asked to indicate if they had any trouble understanding the survey questions as they com-
pleted the pretest and give back their feedback. The feedback of the pretest resulted in 
some insignificant changes concerning the given options in some of the multiple choice 
questions, considered as misleading and abstruse. After the completion of this step, the 
questionnaire was readjusted to the participants’ feedback and it was ready for distribu-
tion.    
Two types of questionnaire administrations have been applied. The first one was face-to-
face questionnaire, where an interviewer presents the items orally and the second one was 
computerized questionnaire, where the items are presented on the computer (Laberge, 
2011). Questionnaires in the latter category were send to possible respondents through e-
mail, skype and facebook.  
In both cases, only participants that consume natural cosmetic were asked to complete the 
questionnaire. In particular, the computerized questionnaire had a pre-step before possi-
ble respondents answer the questionnaire. The Survey Monkey online software has a 
“Collector Option” that enabled us to customize the survey by affecting who can access 
it. Therefore, before any respondent answering the questionnaire they were asked if they 
are consumers of natural cosmetics. In this way it was eliminated any possibility of an-
swering respondents that do not belong in this study’s target group.  
It is necessary to highlight that computerized administration was the most applied as it 
was considered as the quicker way for both respondents and data collection process be-
cause through facebook, e-mail, and skype the questionnaire would spread quicker and 
also costless while there was no printed questionnaires. In addition, it is easy to send it to 
a large group of people so this may improve response rate. Finally from the respondent 
point of view it is more convenient and easier to reply anonymously.  
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After the appropriate amount of responses, the collected data were exported from the 
Survey Monkey platform as a Microsoft Excel spreadsheet where eventually all the data 
were analyzed.  
3.4 Data Collection 
The method of sampling used for the computerized questionnaire administration was 
snowball sampling (or chain sampling) (Goodman, 1961). According to Berg (2004), 
snowball sampling is the process of concentrate participants for a particular research. It 
is a non-probability sampling technique where existing study participants recruit future 
participants from among their acquaintances. In the first stage of snowball sampling, each 
individual is asked to recommend others to participate and the next step of this process is 
for the second ones to recommend others to participate et cetera (Goodman, 1961). 
In this study the social network Facebook, e-mail (Outlook and G-mail) and Microsoft 
Skype, was used to obtain its participants through the method of snowball sampling. Data 
was collected between the dates of January 6, 2016 and January 19, 2016.  
At the beginning of this procedure, the survey was send out in a Facebook message to 20 
acquaintances declaring the purpose of the study and the target group that it concerns. 
Then, they were asked to take the survey themselves (if they were consumers of natural 
cosmetic) and then they were instructed to promote the questionnaire to their friends and 
acquaintances. The same procedure was followed also through e-mail and Skype. The 
initial 20 acquaintances were selected from a variety of age groups ranging from 20 to 50 
and they were both males and females. 
When the Facebook users received the survey invitation in order to participate in the 
study, they were instructed to click on a link that took them to the page where the survey 
was occurred.  
As it is mentioned above the other way that was selected to collect data for this survey 
was through face-to-face questionnaire. This method it was considered appropriate be-
cause the interviewer reads the survey to the respondent and also deals with any questions 
or problems that arise. It was thought-out suited for a specific sample that has difficulty 
answering e-mail or do not has a good relationship with the current technology. In addi-
tion it was considered that would offer advantages in terms of data quality as the inter-
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viewer can ensure that respondents do not skip any questions and also do not get dis-
tracted. During this process, when the respondent finds a question to be confusing or 
ambiguous the interviewer immediately clarified it. The data collected from this method 
however, were of limited amount as it requires more time from the interviewer. 
The collected data after the completion of the survey, were exported to a Microsoft Excel 
spreadsheet software program. The Excel program was used for all the statistical data 
analysis. 
3.5 Reliability and Validity  
Nowadays, two are the most well-known and important aspects of questionnaire design; 
reliability and validity (Bryman and Bell, 2011). Suskie (1996) suggested that a perfectly 
reliable questionnaire evoke consistent responses. According to Bryman and Bell (2011) 
“reliability is concerned with the question of whether the results of study are repeatable”. 
On the other hand, validity “is concerned with the integrity of the conclusions that are 
generated from the research” (Bryman and Bell, 2011). Validity is by nature more diffi-
cult to establish within a single statistical measure. If a questionnaire is perfectly valid, it 
must measure in such a way that the conclusions drawn from the questionnaire are entirely 
accurate (Suskie, 1996). 
In order to ensure the reliability and validity of the survey, it was used “precise terminol-
ogy” for the questions and they were also written “as simple as possible” in order to avoid 
difficult and abstruse words. In addition, it was avoided to making “unwarranted assump-
tions about the respondents” and finally, a “pretest questionnaire” was distributed in order 
to assure that all the questions are coherent and understandable (Leary, 2007).    
The reliability and validity of the literature review of this research is determined by the 
reliability and validity of the sources used for building that section of the study. Those 
sources were from scientific papers and academic bibliography. Validity of this research 
was attained throughout extensive use of those sources and therefore provides sufficient 
information breadth. Only trustable information sources were used for this research, since 
that was the main criteria for choosing sources for this section of the thesis. 
 
 
3.6 Limitations 
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The research method consisted in administrating a questionnaire to a large and random 
number of respondents. This method has the advantage to measure attitudes, influences 
and opinions. However, there were many limitations to this research, the first and most 
important, concerns the time and resources at our disposal, the data collection had to be 
fast and cheap, and that fact limited the possibility to gather more responses from the 
questionnaire. 
While questionnaires are inexpensive, quick, and easy to analyze, often the choice of us-
ing questionnaire can cause some problems. To begin with, unlike interviews, the people 
conducting the research may never know if the respondent understood the question that 
was being asked when it comes to online questionnaires. Moreover, due to the limitation 
of the subject, consumers of natural cosmetics, it was noticed a low return rate. 
Finally, often the results can be non-representative of the population, as such a good sam-
ple is critical to getting representative results based on questionnaires. 
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4. Data Analysis  
In this chapter there is an extent analysis of the data that have been collected from the 
questionnaire. The questionnaire (Appendix A) has designed in the Survey Monkey plat-
form and the results were exported in a Microsoft Excel spreadsheet in order to create 
graphs and tables. The results of each question are presented bellow individually and in 
comparison with other significant variables. The data were collected from 6 January 
2016 until 19 January 2016 and the total amount of responses were 155.  
Figure 4.1 
The first question shows which of the listed elements of a natural cosmetic product, con-
sumers perceive as more important during their purchase decision.  
The chart (Figure 4.1) indicates insignificant differences between those elements. How-
ever, it is clear that the “Quality” factor is the most important for consumers of natural 
cosmetic products. In particular, 112 out of 155 respondents rated it as a “Very im-
portant”. The second most rated factor according to the results is the “Previous Experi-
ence”, which gathered 81 responses. Consumers of natural cosmetics, rated the “Price” 
as the third most important factor that affects their purchase decision. 
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The factors – “Natural Ingredients”, “Option of friends/family”, “Special Offer”, “Prom-
ise Effects”, “Safety”, “Reputation of the product”, “Brand” and “Domestic Product” 
(country-of-origin) – as the chart indicates, are considered from the consumers of rele-
vantly same importance while they were categorized as “Moderately” and “Fairy im-
portant” factors.  
As it is clear from the chart the lowest rated factors that consumers consider as of low 
importance during their purchase decision are “Packaging” and “Product is new”. Only 4 
out of 155 rated “Product is new” as “Very important” and 5 respondents rated “Packag-
ing” as a “Very important” factor.  
 
       H1: Consumers expect from a green product to have eco-friendly packaging. 
Figure 4.2 
The second question was constructed in order to answer the 1st hypothesis. The Figure 
4.2 shows in what percentage consumers expect from natural cosmetic products to have 
an eco-friendly packaging.  
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The 66% of the respondents replied positively to this question, 28.7% of the sample re-
plied “It does not matter to me” and only 5.3% answered negatively. Consequently, the 
initial hypothesis was confirmed, with an outstanding amount of responses. 
An important notice, is that the 53.8% of consumers with High School education, declared 
that it do not matter to them if a natural cosmetic has a reusable or recyclable packaging. 
 
H2: Consumers of natural cosmetic products are “fit and forget”. 
Figure 4.3 
The third question was constructed in order to answer the 2nd hypothesis. As it is men-
tioned in the literature review chapter, there are three types of consumers regarding the 
green consumption process; the “grey consumers” who do not pay attention at the envi-
ronmental factors of a product, the “fit and forget green consumers” who sometimes fol-
low an environmental behavior and others not, according to the product category and 
finally, the “consistent ecologists” who are regular consumers of green products.  
The Figure 4.3 shows in what percentage consumers of natural cosmetic tend to buy green 
products in other product categories. The 85.3% of the respondents replied “Sometimes” 
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to this question. This answer was considered to represent the “fit and forget” consumers. 
The 8.7% of the sample replied “Always”, allowing us to characterize them as “consistent 
ecologists”. Finally, only 6% answered “Never” that represents the “gray consumers”. 
Therefore, the hypothesis was confirmed, proving that consumers of natural cosmetics 
are indeed “fit and forget”. 
A significant observation here is that the consumers who are willing to pay more than 50 
€ in a period of three months, for the purchase of natural cosmetics, declare that they 
“Always” buy natural products in other product categories besides cosmetics, with a per-
centage of 78.6%. This led us to the conclusion that consumers that are willing to pay a 
respectable amount of money, recognize the benefits from green products and could be 
considered more environmentally consciousness than the others. 
 
Figure 4.4 
In this question (Figure 4.4) it is examined to what degree consumers are eager to pay 
extra amount of money for natural cosmetics. The biggest amount of respondents an-
swered that “Sometimes” are willing to pay premium for this type of cosmetics and this 
corresponds to 55.3% of the responses. The 32% of the sample responded positively to 
this question and the rest 12.7% declined to pay premium prices for such products.    
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A comparison between the two genders was made. The findings showed that the 35.5% 
of the women sample answered positively, whereas only the 23.33% of the men answered 
“Yes”. These findings were expected because women are the main consumers of the cos-
metic industry. 
Moreover, a spectacular but still expected result are the ones from the consumers who are 
willing to pay more than 50 € in a period of three months. The 50% of respondents here 
stated that are willing to pay premium and the other 50% declared that they are “Some-
times” willing to pay premium. 
 
H3: Consumers perceive conventional cosmetic products better in terms of product performance 
than natural cosmetics. 
H4: Consumers perceive natural cosmetics better in terms of quality than conventional cosmetics. 
Figure 4.5 
The question that is illustrated to the above chart (Figure 4.5) was formulated in order to 
test the 3rd and the 4th hypothesis. According to the results, from the Figure 4.5, it is clear 
that consumers do perceive natural cosmetics better in terms of quality than conventional 
cosmetics. On the other hand, as far as the performance is concerned, the figures shows 
that consumers consider conventional cosmetics better than natural cosmetics. Therefore, 
both of these hypotheses are confirmed. 
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                                                                  Figure 4.6 
At this point, based on the section of the literature review that refers to branding, the 
question explores the willingness of consumers to follow a brand from which already 
have tested a product. The results from the Figure 4.6 gave an overwhelming percentage 
of 64% of consumers that would stay loyal to the same brand. A percentage of 32% of 
the sample pointed out that “Sometimes” stick to the same brand and the rest 4% of the 
answers are not going to buy products from the same brand. 
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                                                                   Figure 4.7 
Continuing in the same theoretical section of branding, respondents were asked to indi-
cate if they tend to buy only well-known brands in natural cosmetics. The possible options 
given were scaled from “Always” to “Never”. Though, the choice “Never” was not se-
lected from the sample, consequently it is not illustrated in the graph (Figure 4.7). The 
majority of the respondents, 68.7%, is “Sometimes” willing to buy well-known brands in 
the natural cosmetic sector and 20.7% stated that they “Always” purchase famous brands. 
Only 10.7% declare that they “Rarely” buy well-known brands. 
80% of the age group 26-35 stated that “Sometimes” are buying well-known brands in 
natural cosmetics, as it is logical because the biggest percentage of women come from 
this age group.  
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H5: Consumers purchase intensions towards natural cosmetics is affected a lot by word-of-mouth. 
                                                              Figure 4.8 
Here the respondents were called to define from which source are affected the most when 
they are going to purchase a natural cosmetic. The option “friend/family” as well as the 
option “forums” represents the influence that word-of-mouth has on consumer.  
From the results of the Figure 4.8, it is clear that a percentage of 62.7% selected “friends/ 
family” and 14% “forums”. This proves that the hypothesis was confirmed. The rest re-
sponses, 12.7%, 7.3% and 3.3% corresponds to “shop assistants”, “advertisement” and 
“manufacturers' website” respectively. 
At this point, a further research showed that men of this sample are affected a lot by the 
word-of-mouth, but do not consider “Shop assistance” and “Website” as valuable source 
of information. In addition, the age group 36-45 rated both “Friends/family” and “Shop 
assistance” as their first choice. While the age group of 46-55 consider “Friends/family” 
as the source that they are affected the most, “Advertisement” was their second preference 
with 25%, in comparison with the total sample that rated this factor with only 7%. 
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 Figure 4.9 
This type of question helped to understand the perceptions of consumers towards natural 
cosmetics. In more detail, there were 5 factors which respondents had to vote among 
them; Quality, Communication strategies, Competitive pricing, Good value added ser-
vices (e.g. when consumers buy a particular product, a percentage of the money goes for 
charity purposes), and finally Free sample and discounts. In case these options did not 
cover the consumers’ perceptions about a product, the option “Other” was included in the 
question.  
The Figure 4.9 gives a clear view that consumers choose “Quality” as the most important 
factor, with 75.3%, that lead them to build a good perception for a brand. “Competitive 
price” came second ‘in the race’ with 54.7%, leaving behind the “Communication strate-
gies” with a 46% of the respondents. Following, “Free samples and discounts” gained a 
42.7% and “Good value added services” gained a 32.7% percentage. Finally the option 
“Other” only gathered a 4.0% of the sample.  
Even though “Quality” was considered first of importance in both men and women, for 
the variables “Competitive Price”, “Free samples” and “Good value added services”, 
women rated them much more higher than men did.  
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What is the image of natural cosmetic products in your mind? 
 
Responses Percentage 
Nature 46 30,06% 
Health 46 30,06% 
Respect for the 
environment 
17 
11,1% 
Animal protection 5 3.3% 
Herbs 13 8,5% 
Effective 11 7,2% 
Natural  
Ingredients 8 5,22% 
Pure 7 4,6% 
Quality 8 5,22% 
Hypo-Allergenic 14 9,2% 
Care 7 4,6% 
Perfect Skin 20 13,07% 
Beauty/Well-being 21 13,7% 
Table 4.1 
 
The question that is illustrated in the Table 4.1 is an open-ended question where consumer 
of natural cosmetic were asked to write down the first three words that come to their mind 
about those products. The most frequent responses were gathered in the above table and 
illustrated in the first column. The second column shows the amount of the people that 
selected each variable and the third column shows the percentage out of the total sample.  
As it was expected the “Nature” and “Health” elements were the strongest images that 
consumers held in mind for natural cosmetics. Some interesting answers were the “Perfect 
skin” and “Beauty/well-being” which approximately concentrated a 13% of the total re-
sponses. 
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    H6: Country - of – origin has a significant effect on brand image perception of natural cosmetics. 
Figure 4.10 
The above question represents in what degree consumers are affected, when ingredients 
from a specific area of Greece are included in a specific natural cosmetic. This question 
is associated with the literature review where the hypothesis was constructed in the sec-
tion of country-of-origin.  
From the Figure 4.10, the majority of the respondents, 38.9%, selected the option “Some-
what” whereas the 32.2% are “Neutral” about the country-of-origin of the ingredients. 
Next, a percentage of 18.1% of the respondents are affected ''A lot'' from the origin of the 
ingredients and 6.0% claim that are a “Little” influenced from this factor. Lastly, 4.7% of 
the total sample are not affected at all. Hence, considering the sum of the responses “A 
lot” and “Somewhat”, it is clear that the majority of the respondents acknowledge coun-
try-of-origin to have a significant effect on the brand image perception. In other words, 
the 6th hypothesis have been confirmed.   
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The age group 36-45 stated that are affected “A lot” with 37.5% while in the total sample 
was only rate with 18%. However, their first choice was “Somewhat” with a percentage 
of 43.8%. On the other hand, only the age group 56+ seems to be affected “A lot” by the 
country-of-origin (38.1%). 
 
H7: Packaging has a crucial role during the purchase decision in the cosmetic industry. 
Figure 4.11 
This question was created in order to measure how consumers contemplate the role of 
packaging during their purchase decision process. The 43.3% are “Not much” affected 
by the design of packaging of a natural cosmetic product and a 4.7% of the consumers 
are “Not at all” affected by it. Therefore, the total 48% of the sample do not consider 
packaging as an important factor during their purchase decision.  
On the other hand, a 36.7% of the respondents consider of “Slightly” importance the fac-
tor of packaging and a 15.3% stated that are “Strongly” influenced from the packaging 
elements. Consequently, a percentage of 52% from the whole sample is affected a lot by 
the role of packaging. Eventually, the results from the Figure 4.11 confirm the hypothesis. 
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H8: In natural cosmetic products consumers do not consider packaging as a primary factor during 
their purchase decision.  
Figure 4.12 
In the same sense, it would be useful to figure out if consumers consider packaging 
equally important when purchasing a natural cosmetic product. The 59.3% of the respond-
ents answered positively in this question (Figure 4.12) which shows that they consider 
packaging in natural cosmetic products as important as they consider it for conventional 
products. The rest 40.7% of the sample answered negatively to this question. Thus, it is 
clear that the hypothesis have been rejected. 
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H9: Consumers of natural cosmetic products, during the purchase decision pay more attention to the 
product’s ingredients than the packaging itself.  
Figure 4.13 
The chart (Figure 4.13) indicates different variables which are associated with natural 
cosmetic products. Consumers had to pick and scale those elements, from “Not important 
at all” to “Very important”.  
The majority gave an average score of 4.34 out of 5 in the “organic ingredients” as the 
most important factor in a natural cosmetic product. The second most crucial factor during 
their purchase decision was the “Environmentally friendly” variable where the sample 
gave an average score of 4.26 and the third significant factor, with a score of 4.23, was 
the “Not tested on animals”. Respondents choose the “country-of-origin” with a score of 
3.28 out of a total of 5 and the least critical factor in a natural cosmetic product was the 
aspect of “Packaging”. In respect to the results, the hypothesis was confirmed cause of 
the low rated score that respondents gave to packaging, which was only 2.95 out of 5. 
Slightly different responses gave the consumers that are willing to pay 10-20 € per three 
months for natural cosmetic product. The only obvious difference is that they consider 
more important the “Environmentally friendly” and then prioritize the “Organic ingredi-
ents”. All the other factors, follow the same order of importance with the total sample of 
the 155 respondents. 
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Figure 4.14 
At this point, it was attempted to figure out which of the above elements (Figure 4.14), 
consumers observe more in a natural cosmetic product. A significant percentage of 50.7% 
selected “Materials” as the most interesting feature of a packaging. Next, the “Color” 
element gathered a 42.7% of the sample and finally “Typography” was the least important 
element that consumers observe in a packaging of a natural cosmetic with a 6.7%. 
Women in this question gave their preference with 54% in the “Material” element where 
men observe more the “Color” of the packaging in a natural cosmetic with a percentage 
of 50%.  
 
 
 
Choose your preference in each packaging element for the different product categories. 
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Conventional Cosmetics: Which of the following elements would you prefer in such 
products. 
Figure 4.15 
According to the Figure 4.15, the majority of the respondents prefer the “white” color 
with a percentage of 35.1% followed by “purple” with 33.8% and the third most prefera-
ble color that was selected, was the “red” one with 31.2%. Next, both the colors “blue” 
and “pink” were selected with 30% of the total sample. The rest of the colors, “black”, 
“orange”, “grey” and “green” gathered a 22.1%, 15.6%, 14.9% and 12.3% respectively. 
Finally the weakest rated colors was the “yellow” with 7.8% and “brown” with a 6.5%. 
The first three preferences of women were white, purple and pink, whereas men choose 
red, blue and purple. 
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Figure 4.16 
In conventional cosmetic products consumers seem to prefer “Glass” with a 68.2% fol-
lowed by the material “Plastic” with a 43.2%. “Metal” came third in the preference of the 
consumers gathering a 23.6%. Lastly, “Wood” and “Cardboard” concentrated 15.5% and 
12.8% respectively (see Figure 4.16). 
 
 
 
 
 
 
 
 
Figure 4.17 
In the Figure 4.17 respondents were asked to select the most favorable kind of typography 
in conventional cosmetic packaging. Both, “Handwriting” and “Calligraphy” concen-
trated in total 38.3%. The “Serifs” typography and the “San Serifs” selected with a 30.2% 
and 23.5% respectively. 
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Men choose different option in comparison with the final results, by selecting “Calligra-
phy” as their first choice and then “Serifs”.  
Another significant observation is that the sample of the consumers that have a Bachelor’s 
Degree and those who have a degree from a Technological Educational Institute –corre-
sponding to the 56.1% of the total sample-, selected the “Serif” typography as the most 
appropriate for a conventional cosmetic, followed by “Calligraphy”, “Handwriting” and 
finally, “San Serifs”.    
 
Natural Cosmetics: Which of the following elements would you prefer in such products. 
Figure 4.18 
According to the Figure 4.18, the majority of the respondents prefer the “green” color 
with a percentage of 56.7% followed by “white” with 40% and the third most preferable 
color that was selected, was the “brown” one with 35.3%. Next, the color “yellow” con-
centrated a 26.7% and “blue” was selected with 24% of the total sample. The rest of the 
colors, “orange”, “pink”, “red”, and “grey” gathered a 22%, 13.3%, 12.7% and 12.6% 
respectively. Finally the weakest rated colors was the “purple” with 10.6% and “black” 
with 8.0% of the total respondents.  
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Figure 4.19 
In natural cosmetic products consumers seem to prefer “Glass” with a 57.3% followed by 
the “Cardboard” with a percentage of 50%. “Wood” came third in the preference of the 
consumers gathering a 48.7%. Lastly, “Metal” and “Plastic” concentrated 13.3% and 
6.7% respectively (see Figure 4.19). 
However, men first preference was “Wood” and secondly rate was “Cardboard” and 
“Glass”. 
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Figure 4.20 
In the Figure 4.20, respondents were asked to select the most favorable kind of typogra-
phy in natural cosmetic packaging. “Handwriting” gathered a 49.7% and “Calligraphy” 
concentrated 31.5%. The “San Serifs” typography and the “Serifs” selected with a 28.9% 
and 14.7% respectively. 
 
 
 
 
 
 
 
 
 
 
   
  -51- 
Demographics: 
………..  
 
Figure 4.21 
In this survey, due to the nature of the industry, the majority of the respondents were 
women as it was expected with an 80.7 %. The rest 19.3% were men as it is illustrated in 
the Figure 4.21. 
 
 
 
 
 
 
 
 
 
Figure 4.22 
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The age groups that fulfilled the questionnaire were 18-25 and 26-35 which were the main 
respondents both reaching a 33.6%. A percentage of 14.1% of the respondents were “over 
56” whereas a 10.7% was between the ages of 36-45. Finally, the Figure 4.22 shows that 
the age group of 46-55 was 8.1% of the sample. 
The biggest percentage of women came from the age group 26-35, while the biggest per-
centage of men came from the 18-25 group. 
It was observed that the biggest percentage of the age group 18-25 (53%), is willing to 
pay 10-20 € in a period of three months. 
 
Figure 4.23 
According to the gathered responses (Figure 4.23), consumers of natural cosmetics, 
mainly prefer to spend 21 to 30 € in a time period of three months, with a percentage of 
31.3%. The next 28.7% of the sample is willing to pay 10-20 € in this particular period, 
whereas 20% of the respondents pay between 31 and 40 €. Finally, a 10.7% states that 
would pay 41-50 € and only 9.3% are willing to pay more than 50 € in the period of three 
months for natural cosmetics. 
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The biggest percentage of the consumers that are willing to pay 10-20 €, derives from the 
age group of 18-25. 
 
 
 
 
 
 
 
 
 
 
Figure 4.24 
The greater part of the respondents from this survey are college students with 48%, 34.7%  
of the sample possess a post graduate degree, a 8.7% has a high school education and the 
rest 8.7% has attended in a technological Educational Institute (see Figure 4.24). 
The biggest percentage of the college students (58%) is willing to pay 10-20 € in a period 
of three months. In addition, the consumers who are able to pay more than 50 € for natural 
cosmetics on the same time period, are currently working. 
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Figure 4.25 
The majority of the sample, 64.4%, are currently working, 24.2% stated that are studying 
and the rest 11.4% are unemployment (see Figure 4.25). 
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5. Interpretation of Findings 
In this chapter are presented the significant observations of the survey, including the an-
swers to the hypothesis, and some suggestions for the companies. 
Thanks to the questionnaire, we collected a lot of primary data that have outlined some 
tendencies in the behaviours of the natural cosmetic consumers. Towards some particular 
stimuli, the behaviour of the whole sample was quite the same but for few other stimuli, 
the reactions of the consumers where different depending on their gender, age, education 
and the available amount of money.  
In addition, by processing the survey, we had the chance to confirm or reject the hypoth-
eses stated on the Literature Review Chapter. In more detail, the 1st hypothesis – Con-
sumers expect from a green product to have eco-friendly packaging – was confirmed, by 
giving us the opportunity to safely say that consumers of natural cosmetics in particular, 
await their green products to have an eco-friendly packaging. Therefore, this may con-
strued to the fact that consumers of natural cosmetics are social responsible. However, a 
visible difference existed between the consumers that have a High School education, de-
claring that they do not pay attention to how eco-friendly the packaging is. This leads to 
the conclusion that this responses arise from the low ecological knowledge and the lack 
of environmental awareness. 
To continue with, it was observed that consumers of natural cosmetics are mainly “fit and 
forget” which means that they have an irregular environmental behaviour and they do not 
always buy green products in different product categories. Therefore, the 2nd hypothesis 
is accepted. Only the part of the sample who is willing to pay premium for natural cos-
metics could be considered as “consistent ecologists” by frequently buying green prod-
ucts. Moreover, the 3rd and 4th hypothesis of this study were confirmed by affirming the 
fact that Greek consumers consider natural cosmetics better in terms of quality but worse 
in terms of performance in comparison with conventional cosmetics. Natural ingredients 
have pursued consumers of the high quality and their gentle function but they still believe 
that ingredients that have been processed chemically are able to work more effectively 
regarding the skincare. 
According to the questionnaire it was found that both two genders seem to be aware of 
the meaning of branding as their responses showed that most of the times are buying well-
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known brands. Especially, besides the women between 18-25, all the other female groups 
stated that are choosing most of the times well-known brands. We can assume that the 
youngest age group has neither the financial comfort nor the experience of choosing 
branded cosmetics. 
By considering the advice of friends and family, and the consultancy of a forum, as 
sources of information for the purchase decision that equates with the word-of-mouth, the 
5th hypothesis have been confirmed. In this way it is reassured that “Word – of – Mouth” 
is the strongest source of information in Greek consumers’ mind concerning the natural 
cosmetic industry. It was found that the oldest age groups prefer also the advertisement 
and the help of shop assistance as sources of information for their purchase decision. 
Hence, we might come to the conclusion that these age groups are still affected a lot by 
traditional ways of marketing. Eventually, this can be used as a tool from the natural 
cosmetic companies in order to have more control on consumers’ decision making. It is 
very difficult for a company to handle WOM. However, natural cosmetic firms have to 
embody it to their policy by rewarding regular consumers to engage in WOM and encour-
age them to use the social media where the company could have more control over it. 
As it was expected the aspect of quality both in women and men of all the age groups, 
was the most important among other variables, which is totally understood when products 
that are related to skin care are concerned. Quality was always the factor which concen-
trated the biggest amount of responses in every question which was included. The inter-
esting result of what makes a good perception for a natural product is that after quality 
women voted the competitive price and the free sample as the next crucial factors. Gen-
erally women are more associated with the cosmetic industry which can easily make them 
to be more experts with this sector. Due to the fact that women are buying more cosmetic 
products, they seem to be concerned about the prices but also about free samples which 
can easily motivate them to buy new products if they have the opportunity to test new 
cosmetics for free and then decide about their future purchases. So it would be recom-
mended to the companies to adapt this kind of marketing tools and to distribute free sam-
ples to the consumers when they launch new products to the market. 
When consumers were asked to express the image they held in mind about natural cos-
metics, the most popular responses were referred to nature, health, beauty and clean skin.  
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Concerning the Country – of – Origin section of the questionnaire, consumer of natural 
cosmetic stated that are strongly affected by it, leading us to the verification of our 6th 
hypothesis. As far as the ingredients from specific areas of Greece are concerned, the age 
groups 36-45 and over 56, we found that they are really interested about this factor and 
are looking for these ingredients in their personal skincare. Consequently, it would be 
recommended for the companies to emphasize a lot to the Greek origin of the ingredients 
that their cosmetics contain. This could be expressed during the advertisement of the 
product and could be also labelled to the product’s packaging. In this way, firms can 
highlight the quality of the used ingredients, due to the fact that consumers have built a 
positive association about the region of those ingredients. 
The 7th and 8th hypotheses are linked to each other and have been constructed that way in 
order to find out if consumers give the same importance in packaging of conventional 
cosmetics, as they do in natural cosmetics. Consumers were expected to consider pack-
aging of natural cosmetics less important than the one of conventional cosmetics. This 
was presumed because it has considered that consumers of natural cosmetics do not ex-
pecting a fancy packaging from such products as they would pay attention to the environ-
mental factors more than the appearance. However, the results appear to be contrary to 
the initial hypothesis, proving that consumers do pay attention to the packaging of cos-
metics in general and consider it as an important factor on natural cosmetics as well. 
Hence, the 7th hypothesis have been confirmed, in contrast with the 8th hypothesis that 
have been rejected. 
Finally, the 9th hypothesis was presumed because it has considered that consumers of 
natural cosmetics care more about the pureness of the product’s ingredients than its pack-
aging. The consumers confirmed this assumption by stating that in a natural cosmetic they 
consider ingredient as the most important factor and lastly the packaging as the least im-
portant between 5 factors. In particular, men stated with 30% that the packaging element 
are not important to them at all whereas women characterized as moderately important 
with a 32%. Packaging in these products is not in a high importance. As a result with the 
previous observations, packaging still remains in consumers’ mind as an important factor 
during the purchase decision, but not as important as the product’s ingredients. 
To continue with, the last part of the questionnaire is referring to the packaging of a nat-
ural cosmetic product. In particular, what elements consumers prefer more in a packaging 
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with an extent analysis of each element in order to understand what consumers like more 
in contrast with the packaging of a conventional cosmetics. Eventually, it appears that 
consumers observe more the materials used in a natural cosmetic packaging, something 
that was expected as natural cosmetic are considered green product and therefore, mate-
rials matter to consumers. 
As far as the packaging elements are concerned, respondents showed their preferences by 
choosing their desirable characteristics for each product category (conventional versus 
natural cosmetics). Concerning the color element, consumers gave their preference to the 
white, purple and red color regarding the conventional cosmetics, in contrast with the 
natural cosmetics where consumers prefer green, white and brown. In conventional cos-
metics, women choose white, purple and pink as the colors they expect in those products, 
whereas men choose red, blue and purple. There are differences but both showed that 
intense and vivid colors are the most appropriate for this kind of cosmetic. On the other 
hand, there was a totally agreement in both two genders about color selections in natural 
cosmetics where the green white and brown won the battle.  We can infer here that con-
sumers expect to see a more natural image in natural cosmetics. For the material element 
consumers prefer glass and plastic regarding the conventional cosmetics while in natural 
cosmetics consumers prefer also glass but cardboard as well. That lead as to the conclu-
sion that consumer do prefer more environmentally friendly packaging both in material 
and in color. Moreover, regarding the typography, both in conventional and natural cos-
metics, consumers gave their preference in handwriting and calligraphy which are fol-
lowing smooth and harmonious lines. 
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6. Conclusions 
In this chapter of the thesis is presented the summary of the whole research. Attention is 
paid to recommendations and ideas. Last but not least here are discussed suggestions for 
future research. 
6.1 General Conclusions  
The industry which was chosen for the analysis is the cosmetics industry, more specifi-
cally the natural cosmetics industry of Greece. The purpose of this thesis was to explore 
the impact of different factors over consumers in the natural cosmetic market. In the first 
place, with the existing literature we explore the green marketing, the brand image and 
the packaging of a product. The method used for this study, is a quantitative research and 
then the results were analyzed.  
The research had the aim of defining the current situation in Greece for the market of eco-
friendly beauty products and to investigate how Greek consumers of natural cosmetics 
behave towards this products as well as their preferences. In addition, it was aimed to 
investigate the relationship between consumer and natural cosmetics, in order to establish 
what are the valuable aspects that create the profile of natural consumers.  
Based on the research questions that was stated on the beginning of this study we can 
conclude that consumers of natural cosmetics in the context of Greece have indeed envi-
ronmental consciousness but not in a great extent. That means that are consumers who 
had exposed themselves in various green product categories but not in a regular basis. 
The majority of the sample was young people between the ages of 18-35 which leads us 
to conclude that this trend of environmental consciousness tend to develop in the new 
generation of consumers. In addition, the image that consumers held in mind about natural 
cosmetics is about health, nature, and beauty. Moreover, we can conclude that consumers 
do await an appealing packaging regarding the natural cosmetics but they expect them to 
give a “natural” sense with calming colors and eco-friendly materials. 
The country of Greece is rich of beneficial herbs that thrive in various areas where local 
people have identified their nutritional values and healing properties many years ago, and 
they are still using them in their daily diet and personal care. These habits have injected 
in the culture of Greek people and shaped their behaviors towards natural elements. Even 
though this is a perfect environment for the development of the natural cosmetic industry, 
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few companies in Greece have followed the right strategy by understanding the consum-
ers’ needs. From this research it was identified the importance of country-of-origin in 
consumers mind. Therefore, we would suggest to the companies to enhance the region of 
their products’ ingredients either by promoting it on their packaging, or by emphasizing 
it through their marketing strategies. In general, companies should put more effort in pro-
moting the harvest and production process of the natural ingredients in order to persuade 
consumers of the pureness of this process. Hence, in that way firms can assure traditional 
consumers and attract younger audience. 
In addition, Greek companies of natural cosmetics should consider more the ways to con-
trol the sources of information that consumers face before their purchase decision. In de-
tail, the source of information that could get easily out of control is the word-of-mouth. 
Due to the tremendously evolution of the internet, consumers can be easily affected by 
public conversations (social media) and create a wrong image about such products. Our 
research confirmed the strong influence that word-of-mouth have upon the consumers in 
comparison with other advertisement tools.                
6.2 Suggestions for Further Research  
This study has a possibility for further research due to the fact that there were limits re-
garding the available time we had and the difficulty of gathering the appropriate amount 
of natural cosmetic consumers for our survey. The initial thoughts of this study was to 
include a research in both consumers and companies. However, due to the lack of time it 
was preferred to limit our research only on the consumer side. 
Firstly, it would be suggested to those that would like to continue this research, to inves-
tigate the companies’ side and their approach to this industry. Secondly, other researchers 
could approach this issue form a different point of view by including external factors (e.g. 
economy, political even, natural events) that are possible to affect both this particular 
industry and the consumers’ attitudes.  
We hope that those recommendations will inspire future researchers to investigate more 
the natural cosmetic industry. 
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8. Appendices  
8.1 Appendix A: Survey in Natural Cosmetics – English Version  
Survey in Natural Cosmetics 
The following survey examines the elements that influence consumers when buying nat-
ural cosmetic products. The information are anonymous and the analysis of the results 
will assist in the completion of this thesis. 
1. Which of the following matters are important to you when you are purchasing natu-
ral cosmetic products? 
(Tick only one per row) 
 
Not im-
portant at all 
Little im-
portant 
Moderately 
important 
Fairly im-
portant 
Very im-
portant 
Brand ⃝ ⃝ ⃝ ⃝ ⃝ 
Price ⃝ ⃝ ⃝ ⃝ ⃝ 
Packaging ⃝ ⃝ ⃝ ⃝ ⃝ 
Natural    in-
gredients 
⃝ ⃝ ⃝ ⃝ ⃝ 
Domestic 
products 
(Greek) 
⃝ ⃝ ⃝ ⃝ ⃝ 
Quality ⃝ ⃝ ⃝ ⃝ ⃝ 
Safety (no al-
lergies) 
⃝ ⃝ ⃝ ⃝ ⃝ 
Promise   ef-
fects 
⃝ ⃝ ⃝ ⃝ ⃝ 
Previous  ex-
perience 
⃝ ⃝ ⃝ ⃝ ⃝ 
Product is 
new 
⃝ ⃝ ⃝ ⃝ ⃝ 
Reputation ⃝ ⃝ ⃝ ⃝ ⃝ 
Special offer ⃝ ⃝ ⃝ ⃝ ⃝ 
Option of 
friend/family 
⃝ ⃝ ⃝ ⃝ ⃝ 
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2. Are you expecting a brand that has natural cosmetics to promote them in a reusable 
or recyclable packaging? 
⃝ Yes  
⃝ No  
⃝ It does not matter for me 
3. Do you tend to buy natural products in other product categories besides cosmetics 
(e.g. food, detergents)? 
⃝ Always 
⃝ Sometimes 
⃝ Never 
4. Are you willing to pay premium for natural cosmetics? 
⃝ Yes 
⃝ No 
⃝ Sometimes 
5. How would you rate natural cosmetic against of conventional in terms of product 
performance and quality respectively? 
 Much worse Worse Same Better Much Better 
Performance ⃝ ⃝ ⃝ ⃝ ⃝ 
Quality ⃝ ⃝ ⃝ ⃝ ⃝ 
 
6. If you are satisfied with a particular natural cosmetic product you have purchased, 
would you buy other products from the same brand? 
⃝ Yes, I follow the same brand. 
⃝ No, I like to discover new brands. 
⃝ It depends from the product category. 
7. When you purchase natural cosmetics do you only buy well-known brands? 
⃝ Yes always 
⃝ Only when quality is important 
⃝ Rarely 
⃝ Never 
8. When you buy natural cosmetic products from which of the following are you af-
fected the most? 
⃝ Advertisement  
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⃝ Manufacturers’ website  
⃝ Friends/family 
⃝ Shop assistance  
⃝ Internet  
9. Which of the following, according to you, help build a good perception for a natural 
cosmetic product?  
(Tick all that apply) 
⃝ Quality 
⃝ Communication strategies 
⃝ Competitive pricing 
⃝ Good value added services (e.g. When you buy a particular product a per-
centage of the money goes for charity purposes)  
⃝ Free samples and discounts 
⃝ Other 
10. What is the image of natural cosmetic products in your mind (e.g. healthy, perfect 
skin, nature)? (Write three words that comes to your mind first) 
 
 
11. When a natural cosmetic product contains ingredients from a particular area of 
Greece, would that affect your purchase decision? (e.g. Olive oil from Kalamata, 
mastiha from Xios) 
⃝ A lot 
⃝ Somewhat 
⃝ Neutral 
⃝ Little 
⃝ Not at all 
12. To what extent packaging affects your purchase decision? 
⃝ Strongly 
⃝ Slightly 
⃝ Not much 
⃝ Not at all 
13. When you buy natural cosmetics does the packaging affect you in the same degree 
as when you buy conventional cosmetics? 
⃝ Yes 
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⃝ No 
14. In a natural cosmetic product, which of the following are more important for you 
during the purchase decision? 
 Not         im-
portant at 
all 
Little       im-
portant 
Moderately 
important 
Fairly   
important 
Very important 
Organic       in-
gredients 
⃝ ⃝ ⃝ ⃝ ⃝ 
Not tested on 
animals 
⃝ ⃝ ⃝ ⃝ ⃝ 
Environmen-
tally friendly 
⃝ ⃝ ⃝ ⃝ ⃝ 
Packaging   el-
ements 
⃝ ⃝ ⃝ ⃝ ⃝ 
Country of 
origin 
⃝ ⃝ ⃝ ⃝ ⃝ 
15. In a natural cosmetic product packaging, what are the elements that you observe 
more? 
(Tick all that apply) 
⃝ Color  
⃝ Materials  
⃝ Typography 
16. Choose your preference in each packaging element for the different product catego-
ries.  
 
a. Conventional Cosmetics (Think of any conventional cosmetic product (e.g. 
L’Oréal, Nivea, Estée Lauder); which of the following elements would you prefer in 
such a product) 
(Tick all that apply) 
Color 
           
⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ 
Material 
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Glass Plastic Wood Metal Cardboard 
⃝ ⃝ ⃝ ⃝ ⃝ 
Typography  
Beauty Beauty Beauty Beauty 
⃝ ⃝ ⃝ ⃝ 
 
b. Natural Cosmetics (Think of any natural cosmetic product (e.g. Korres, Apivita, 
The Body Shop); which of the following elements would you prefer in such a prod-
uct) 
(Tick all that apply) 
Color 
           
⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ 
 
Material 
   
  
Glass Plastic Wood Metal Cardboard 
⃝ ⃝ ⃝ ⃝ ⃝ 
Typography  
   
  -75- 
Beauty Beauty Beauty Beauty 
⃝ ⃝ ⃝ ⃝ 
17. Gender 
⃝ Male 
⃝ Female 
18. How old are you? 
⃝ 18-25 
⃝ 26-35 
⃝ 36-45 
⃝ 46-55 
⃝ Over 56 
 
19. How much are you willing to pay on average for a natural cosmetic product within 3 
months? 
⃝ 0-10€ 
⃝ 10-20€ 
⃝ 21-30€ 
⃝ 31-40€ 
⃝ 41-50€ 
⃝ More than 50€ 
20. What kind of education do you have? 
⃝ High school 
⃝ Technological Educational Institute 
⃝ College graduate 
⃝ Post graduate degree 
21. What is your current occupation? 
⃝ Student 
⃝ Working 
⃝ Unemployed  
 
Thank you! 
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8.2 Appendix B: Survey in Natural Cosmetics – Greek Version 
Έρευνα στα Φυσικά Καλλυντικά 
Η παρακάτω έρευνα εξετάζει τα στοιχεία που επηρεάζουν τον καταναλωτή κατά 
την αγορά φυσικών καλλυντικών προϊόντων. Τα στοιχεία είναι ανώνυμα και η ανά-
λυση των αποτελεσμάτων θα βοηθήσει για την περαίωση της διπλωματικής εργα-
σίας.     
 
1. Ποιους από τους παρακάτω παράγοντες  θεωρείτε σημαντικούς όταν αγοράζετε φυ-
σικά καλλυντικά προϊόντα; 
(Παρακαλώ επιλέξτε μόνο μια επιλογή ανά σειρά) 
 
Καθόλου Ση-
μαντικό 
Λίγο    Ση-
μαντικό 
Μέτριας 
Σημασίας 
Αρκετά 
Σημαντικό 
Πολύ      Ση-
μαντικό 
Εμπορικό 
Σήμα 
⃝ ⃝ ⃝ ⃝ ⃝ 
Τιμή ⃝ ⃝ ⃝ ⃝ ⃝ 
Συσκευασία ⃝ ⃝ ⃝ ⃝ ⃝ 
Φυσικά           
Συστατικά 
⃝ ⃝ ⃝ ⃝ ⃝ 
Εγχώριο 
Προϊόν 
⃝ ⃝ ⃝ ⃝ ⃝ 
Ποιότητα ⃝ ⃝ ⃝ ⃝ ⃝ 
Υποαλλερ-
γικό Προϊόν  
⃝ ⃝ ⃝ ⃝ ⃝ 
Υποσχόμενα   
Αποτελέ-
σματα 
⃝ ⃝ ⃝ ⃝ ⃝ 
Προηγού-
μενη Εμπει-
ρία/Χρήση 
⃝ ⃝ ⃝ ⃝ ⃝ 
Νέο Προϊόν 
στην Αγορά 
⃝ ⃝ ⃝ ⃝ ⃝ 
Φήμη ⃝ ⃝ ⃝ ⃝ ⃝ 
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Ειδική Προ-
σφορά/ Έκ-
πτωση 
⃝ ⃝ ⃝ ⃝ ⃝ 
Συστάσεις 
από οικογέ-
νεια/φίλους 
⃝ ⃝ ⃝ ⃝ ⃝ 
2. Αναμένετε από μια εταιρεία με φυσικά καλλυντικά να τα προωθεί σε επαναχρη-
σιμο-ποιήσιμη ή ανακυκλώσιμη συσκευασία; 
⃝ Ναι  
⃝ Όχι 
⃝ Δεν με επηρεάζει 
3. Συνηθίζετε να αγοράζετε φυσικά προϊόντα και σε άλλες κατηγορίες εκτός των καλ-
λυντικών (π.χ. τρόφιμα, απορρυπαντικά); 
⃝ Ναι 
⃝ Μερικές Φορές 
⃝ Ποτέ 
4. Είστε διατεθειμένοι να πληρώσετε παραπάνω χρήματα για την αγορά φυσικών καλ-
λυντικών; 
⃝ Ναι 
⃝ Όχι 
⃝ Μερικές Φορές 
5. Πώς θα αξιολογούσατε τα φυσικά καλλυντικά έναντι των κλασικών καλλυντικών 
όσον αφορά την απόδοση και την ποιότητα τους αντιστοίχως; 
 
Πολύ      
Χειρότερα 
Χειρότερα Το ίδιο Καλύτερα 
Πολύ      Κα-
λύτερα 
Απόδοση ⃝ ⃝ ⃝ ⃝ ⃝ 
Ποιότητα ⃝ ⃝ ⃝ ⃝ ⃝ 
 
6. Άμα είστε ικανοποιημένοι μετά την χρήση ενός φυσικού καλλυντικού, θα αγορά-
ζατε και άλλα προϊόντα από την ίδια εταιρεία; 
⃝ Ναι, θα αγόραζα από την ίδια εταιρεία. 
⃝ Όχι, μου αρέσει να εξερευνώ προϊόντα και από άλλες εταιρείες. 
⃝ Εξαρτάται από την κατηγορία προϊόντος. 
7. Όσον αφορά τα φυσικά καλλυντικά συνηθίζετε να αγοράζετε  προϊόντα από γνω-
στές εταιρείες; 
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⃝ Πάντα 
⃝ Μόνο όταν η ποιότητα είναι σημαντική 
⃝ Σπανίως 
⃝ Ποτέ 
8. Ποιο από τα παρακάτω σας επηρεάζει περισσότερο κατά την αγορά φυσικών καλ-
λυντικών; 
⃝ Διαφήμιση 
⃝ Ιστοσελίδα Εταιρείας 
⃝ Γνώμη Φίλων/Οικογένειας 
⃝ Βοήθεια Υπαλλήλου 
⃝ Internet (forums) 
9. Ποιο/α από τα παρακάτω, βάσει της εμπειρίας σας, συμβάλει/ουν στην δημιουργία 
μιας  ισχυρής εικόνας απέναντι σε μια εταιρεία φυσικών καλλυντικών; 
⃝ Ποιότητα 
⃝ Στρατηγικές Marketing (social media, διαφήμιση κτλ.) 
⃝ Ανταγωνιστική Τιμή  
⃝ Δράσεις της εταιρείας σε ειδικούς σκοπούς (πχ Όταν αγοράζετε ένα συγκε-
κριμένο προϊόν ένα ποσοστό των χρημάτων πηγαίνει για φιλανθρωπικούς 
σκοπούς)  
⃝ Δωρεάν δείγματα και εκπτώσεις 
⃝ Άλλο 
10. Ποια εικόνα σας έρχεται στο μυαλό όταν σκέφτεστε φυσικά καλλυντικά προϊόντα;  
(Δώστε τρία διαφορετικά παραδείγματα) 
(πχ. Υγεία, Τέλειο δέρμα, Φύση) 
 
 
11. Κατά την διαδικασία επιλογής φυσικών καλλυντικών, σε τι βαθμό επηρεάζεστε 
από ένα προϊόν που περιέχει συστατικά από μία συγκεκριμένη περιοχή της Ελλά-
δος (πχ. μαστίχα από την Χίο); 
⃝ Πολύ  
⃝ Αρκετά 
⃝ Ουδέτερα 
⃝ Λίγο 
⃝ Καθόλου 
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12. Σε τι βαθμό επηρεάζεστε από την συσκευασία καλλυντικών προϊόντων κατά την 
διαδικασία αγοράς 
⃝ Πολύ 
⃝ Αρκετά 
⃝ Λίγο  
⃝ Καθόλου 
13. Όταν αγοράζετε φυσικά καλλυντικά, η συσκευασία σας επηρεάζει στον ίδιο 
βαθμό όσο σας επηρεάζει όταν αγοράζετε κλασικά καλλυντικά; 
⃝ Ναι 
⃝ Όχι 
14. Σε ένα φυσικό καλλυντικό, ποιο από τα παρακάτω σας επηρεάζει περισσότερο 
κατά την διαδικασία επιλογής του προϊόντος; 
 Καθόλου 
Σημαντικό 
Λίγο Σημα-
ντικό 
Μέτριας 
Σημασίας 
Αρκετά Ση-
μαντικό 
Πολύ Σημαντικό 
Φυσικά            Συ-
στατικά 
⃝ ⃝ ⃝ ⃝ ⃝ 
Μη δοκιμασμένα 
σε ζώα 
⃝ ⃝ ⃝ ⃝ ⃝ 
Φιλικά προς το 
περιβάλλον 
⃝ ⃝ ⃝ ⃝ ⃝ 
Συσκευασία 
(χρώμα, υλικό, λο-
γότυπο κτλ.) 
⃝ ⃝ ⃝ ⃝ ⃝ 
Περιοχή         Προ-
έλευσης 
⃝ ⃝ ⃝ ⃝ ⃝ 
 
15. Σε μια συσκευασία φυσικού καλλυντικού προϊόντος, ποια στοιχεία από τα παρα-
κάτω παρατηρείτε πιο πολύ; 
⃝ Χρώμα 
⃝ Υλικό 
⃝ Γραμματοσειρά 
 
16. Παρακάτω δίνονται τα βασικά στοιχεία μιας συσκευασίας. Επιλέξτε την προτί-
μηση σας. (Δυνατότητα επιλογής πολλαπλών απαντήσεων) 
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α. Κλασικά Καλλυντικά (πχ L’Oréal, Nivea, Estée Lauder) Ποιες από τις παρακάτω 
επιλογές θα προτιμούσατε σε τέτοιου είδους εταιρείες;  
Χρώμα 
           
⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ 
Υλικό 
   
  
Γυαλί Πλαστικό Ξύλο Μέταλλο Χαρτόνι 
⃝ ⃝ ⃝ ⃝ ⃝ 
 
Γραμματοσειρά  
Beauty Beauty Beauty Beauty 
⃝ ⃝ ⃝ ⃝ 
 
β. Φυσικά Καλλυντικά (πχ. Korres, Apivita, The Body Shop) Ποιες από τις παρακάτω 
επιλογές θα προτιμούσατε σε τέτοιου είδους εταιρείες;  
Χρώμα 
           
⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ ⃝ 
Υλικό 
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Γυαλί Πλαστικό Ξύλο Μέταλλο Χαρτόνι 
⃝ ⃝ ⃝ ⃝ ⃝ 
Γραμματοσειρά  
Beauty Beauty Beauty Beauty 
⃝ ⃝ ⃝ ⃝ 
17. Φύλο 
⃝ Γυναίκα 
⃝ Άνδρας 
18. Ηλικία 
⃝ 18-25 
⃝ 26-35 
⃝ 36-45 
⃝ 46-55 
⃝ 56+ 
19. Σε ένα διάστημα 3 μηνών πόσα πληρώνετε κατά μέσο όρο για φυσικά καλλυντικά 
προϊόντα; 
⃝ 0-10€ 
⃝ 10-20€ 
⃝ 21-30€ 
⃝ 31-40€ 
⃝ 41-50€ 
⃝ More than 50€ 
20. Ποιο είναι το εκπαιδευτικό σας επίπεδο; 
⃝ Λύκειο 
⃝ ΤΕΙ 
⃝ ΑΕΙ 
⃝ Μεταπτυχιακό/Διδακτορικό 
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21. Ποια είναι η απασχόληση σας; 
⃝ Φοιτητής/τρια 
⃝ Εργαζόμενος/η 
⃝ Άνεργος/η 
 
Ευχαριστούμε! 
 
 
